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lOTRODUCTION 


This  compilation  is  one  of  a  series  providing  information  on 
State  agricultural  experiment  station  research  supported  by  Federal- 
grant  funds  appropriated  annually  by  Congress  under  authorization  of 
the  Hatch  Act  of  1887,  as  amended  and  approved  Aug.  11,  195^,  and 
Section  20U(b)  of  the  Agricultural  Marketing  Act  of  19146.  It  is 
prepared  for  use  by  research  workers  in  the  subject-matter  areas 
presented.  Only  that  part  of  each  State's  research  program  supported 
by  Federal-grant  moneys  is  included. 

In  addition  to  the  Federal- grant  moneys,  the  State  experiment 
stations  receive  some  Federa.1  support  through  cooperative  agreements 
or  contracts  with  the  U.  S.  Department  of  Agriculture.  Ini'ormation 
on  such  research,  along  with  other  departmental  research,  is  avail- 
able in  the  Central  Project  Office,  Agricultural  Research  Service. 

A  substantial  part  of  each  State  agricultural  experiment  station's 
research  is  supported  with  moneys  appropriated  by  the  respective  State 
or  Territorial  Legislatures  and  through  other  forms  of  private  and 
public  financing.  Information  on  current  agricultural  research  at  the 
stations  which  is  not  financed  under  the  Federal-grant  program  or 
through  USDA  cooperation  can  be  obtained  from  experiment  station 
directors. 

The  information  given  in  the  series  of  Federal- grant  compilations 
includes  the  title  and  objectives  of  each  Federal-grant  project  per- 
taining to  the  subject  given  on  the  cover.  The  identification  of  each 
project  gives  the  department(s)  conducting  the  research,  the  station 
number  of  the  project,  and  the  number  of  the  regional  project  if  it  is 
a  contributing  project. 

Relevant  regional  projects,  if  any,  appear  at  the  end  of  the  com- 
pilation. States  having  projects  contributing  to  regional  projects  are 
indicated.  The  Roman  numeral  (and  capital  letter)  refer  to  the  location 
in  the  summary  of  the  contributing  project  title  and  objectives.  The 
States  are  grouped  into  four  major  regions.  These  are  designated  NC- 
North  Central,  NE-Northeastern,  S-Southem,  and  W-Westem.  The  capital 
letter  "M"  following  the  letters  for  the  region  indicates  regional 
marketing  projects. 
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MAJOR  MARKETING  FUWCTIOWS  AND  TYPE  OF  STUDIES  INCLUDED  UI©ER  EACH 


A.  iiarket  Structure  and  Functional  Operation 

Market  channels;  organization  of  markets;  operating  policies  and 
buying  and  selling  practices  in  handling,  storing,  and  distribution; 
availability  and  needs  for  facilities  and  services  at  various  stages 
in  the  marketing  process;  competitive  structure  of  markets;  integration 
in  the  marketing  process;  impacts  of  technological  changes. 

B.  Market  Prices — Supply,  Demand,  Consumption,  and  Other  I>tarket  Forces 
Elasticities  of  demand;  demand  schedules  and  changes  in  aggregate  con- 
sumer demands;  consumption  trends;  competitive  position  of  different 
products;  prices  at  different  market  levels— farm,  wholesale,  and 
retail--and  their  relationships;  price  differentiation  and  other  pric- 
ing policies;  quality  premiums  and  discounts;  how  prices  are  determined. 

C.  Consumer  Preference,  Acceptance,  and  Merchandising 

Forms  and  amounts  of  family  purchases;  methods  of  processing  and  prepara- 
tion for  acceptability;  consumer  preference  and  buying  behavior;  motiva- 
tions underlying  consumer  practices  in  buying;  product  promotion  and 
buying  practices. 

D.  Grades  and  Standards 

Economic  implication  to  producers  and  consumers  of  quality  groupings 
and  standardization;  consumer  recognition  of  grades  and  qualities; 
economics  of  quality  control  and  maintenance. 

E.  Market  Information 

Developing  outlook  and  situation  repojrbs  and  forecasts;  methods  of  im- 
proving statistical  reports  and  news  service  releases  on  market  receipts 
and  movements,  prices,  stocks;  ways  of  disseminating  market  information; 
kinds  of  market  information  needed  and  forms  in  which  it  is  most  use- 
ful; ability  to  use  market  information;  methods  of  obtaining  information; 
accuracy  of  information. 

F.  Maintaining  and  Improving  Quality--Costs  and  Returns 

Economic  aspects  of  measures  to  preserve  and  control  quality  and  avoid 
losses  of  quality  of  products;  facilities  for  proper  storage;  grading 
and  quality  improvement  programs. 

G.  Costs,  iiuargins,  and  Efficiency  of  Operation 

Mark-ups,  spreads,  and  discounts;  the  composition  of  margins;  operating 
costs  and  returns  and  their  measurement;  input-output  relationships 
and  economies  of  scale;  design  and  operation  of  facilities  and  equip- 
ment; work  methods  and  organization;  factors  affecting  efficiency. 


H.  Transportation,  Storage,  and  Interregional  Competition 

Transportation  and  storage  rates  and  charges j  effect  of  rate  structure 
on  movement  of  products ^  truck  versus  rail;  transportation  costs  and 
storage  as  related  to  price  and  production  patterns;  influence  of  trans- 
portation cost  upon  scale  of  operation  of  processing  plants;  interstate 
trade  barriers. 

I.  Cooperatives 

Services  rendered  and  charges  made;  efficiency  of  operations;  member- 
ship relationships;  methods  of  financing;  internal  management  policies 
and  practices;  function  and  place  in  the  marketing  system. 

J.  Government  Programs 

Public  regulation  of  markets,  product  quality,  and  trading  practices; 
impacts  of  parity  foimulas,  price  supports,  storage  programs,  surplus 
disposal,  and  special  measures  to  increase  consumption  on  particular 
commodities  and  the  agricultural  economy  in  general, 

K.  Utilization  (Economics  of) 

Economic  feasibility  of  processing  and  marketing  new  products  or  exist- 
ing products  in  new  forms  and  uses;  competition  between  new  and  estab- 
lished products  and  between  commodities  of  agricultural  and  those  of 
nonagricultural  origin;  measuring  potential  demand  for  new  or  improved 
products  and  services;  product  development  and  market  testing;  economics 
of  waste  and  byproduct  utilization. 
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CROSS-COifllODITI  AND  FUNCTIONAL  STUDIES 


Market  Stnacture  and  Functional  Operation 

Alaska        Markets  lor  Alaska's  Agricultural  Products.  To   (l)  as- 
semble and  analyze  information  on  pertinent  current  marketing 
problems  and  recommend  solutions  beneficial  to  present  and 
future  farm  families;  (d)    study  ways  of  reducing  marketing 
costs;  (3)  study  metnods  for  increasing  consumption  uf  local 
farm  products;  and  (U)  study  possible  effect  01  competition 
from  Stateside  products,  new  products,  processing  methods, 
storage  facilities  and  related  factors  upon  the  demand  for 
local  products© 

Agr.  Econ.  3U(:i) 

Calif,         Econometric  Analysis  of  Group  Systems  of  Agricultural 
(Berkeley)  Markets  and  Prices*  To  (l;  aiialyze  mutual  xnteraction  and 

determination  uf  marketiiig  and  price  reiatiousnips  among  groups 
of  agricultural  products,  producing  areas,  shipping  points, 
receiving  markets,  alternative  and  parallel  marketing  channels, 
and  successive  marketing  stages  and  levels;  (d)   analyze  re- 
lationships oi  marketing  systems  to  tne  operation  of  agri- 
cultural and  general  economies;  (3)  study  current  and  lagged 
interactions  among  aggregate  marketing  margins  for  gruups  of 
agricultural  products  and  their  relations  to  inacro  iiifluences 
including  general  level  of  prices  and  national  income. 
Agr.  Econ.  1706 

Calif,         Market  Structure  and  Industry  Organization  in  the  Marketing 
(Berkeley)  and  Processing  of  Farm  Products.  To  (1)  describe  market  organi- 
(Davis)    zatioii  and  structure  in  agricultural  marketing  and  processing 
industries  in  terms  of  numbers,  types,  ana  sizes  of  firms,  and 
degree  uf  market  control;  (^)  learn  factors  inlluencing  entry 
and  growth  in  these  industries;  and  (3)  estimate  tne  effects  of 
market  organization  and  structure  on  quantity  ana  quality  of 
farm  products  marketed,  on  niarket,ing  costs  aaa  efficiency, 
and  on  prices  received  by  farmers. 
Agr.  Econ.  1707 
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Fla o  An  Economic  Analysis  of  the  Florida  Honey  Industry.  To 

make  analysis  in  respect  to:  market  flow  over  time,  market 
place  distribution,  costs  and  lactors  affecting  costs  of 
packing  noney. 

Agr.  Ecun.  Y91 

Ga •  Marketing  Farm  Proaucts  Through  Frozen  Food  Facilities. 

To  learn  adjustments  needed  in  functions  and  services  of 
freezer  locker  plants  to  increase  their  usefulness  in  market- 
ing agricultural  products, 
Agr.  Econ.  M-111 

111,  Structure  oi   the  Export  L/larket  for  United  States  ard 

Illinois  Agricultural  Commodities,  To  (1)  provide  information 
on  foreign  trade  in  U.  S.  and  State  agricultarai  commodities i 
(z)   describe  and  assess  trends  in  foreign  trade  in  U.  b.  and 
State  agricultural  commodities;  (3)  stuay  problems  faced  by 
producers  of  selected  State  agricultural  commodities  in  com- 
peting in  ?Drld  markets j  (3)  appraise  effects  of  paymexit 
problems,  special  export  programs,  and  foreign  trade  restric- 
tions on  competitive  position  of  State  agricultural  commodities 
in  foreign  markets, 

Agr.  Econ.  05-360 

111,  Structural  Relations  of  Supply,  tor^et  uutlets,  and  Price 

for  Fats  and  Oils  of  Animal  and  Vegetable  Origin,  To  deteimine 
the  structure  of  the  dynamic  relationships  between  supply, 
market  outlets,  and  price  for  animal  and  vegetable  fats. 
Agr.  Econ.  0^-373 


-  3  - 

Ind.  Effects  of  Indiana  Trade  Association  Activities  on  the 

Marketing  of  Farm  Products  and  Farm  Supplies  in  Indiana. 
To  (1)  learn  extent  that  trade  association  activities  in- 
fluence  marketing  channels,  procedures  and  practices  for 
buying  and  selling  farm  products  and  farm  supplies  in  States 
(Z)   analyze  and  evaluate  effects  of  trade  association 
activities  on  a  specific  industry  organization  or  a  selected 
phase  of  agricultural  marketing;  (3)  recommend  ways  in  which 
trade  associations  can  contribute  more  effectively,  and  other 
groups  can  better  utilize  the  services  of  trade  associations 
to  improve  agricultural  marketing. 
Agr.  Econ.,  History  8?^ 

Ind.  Methods  of  Expanding  Nearby  Market  Outlets  for  Indiana 

Agricultural  Food  Products.  Learn  (1)  characteristics  and 
prerequisites  of  selected  agricultural  products  wnich  wnole- 
salers  and  retailers  consider  necessary  in  seeking  their 
source  of  supply  and  ascertain  how  Indiana  products  measure 
up  to  these  conditions;  (2)  what  steps  could  be  taken  by 
producers,  processors  and  handlers  to  improve  acceptance  of 
products. 

Agr.  Econ.  9^8 

Kans .  Economics  of  Development  and  Location  of  Agricultural 

Marketing  Firms.  Collect  iniormation  to  appraise  development 
and  location  of  agricultural  marketing  firms  that  might  absorb 
most  efficiently,  physical  resources  and  surplus  farm  labor 
in  Kansas  and  Plains  area;  and  to  learn  fundamental  factors 
affecting  all  industrial  development  of  the  area  so  specific 
recommendations  can  be  made  for  locations  and  types  of  new 
agricultural  marketing  firms. 
Econ.  and  Sociol.  ES  523 

I^.  Problems  in  the  jjarketing  of  Farm  Perishables.  To 

(1)  appraise  impacts  of  changing  market  structures  on  local 
and  nearby  markets  for  farm  perishables;  and  (2)  determine 
what  growers  must  do,  what  products  can  compete  most 
effectively  for  the  nearby  markets,  and  under  what  conditions 
it  is  economically  sound  to  encourage  the  maintaining  or 
expanding  of  local  production. 
Agr.  Econ.  ES  2^2 


'  k  ' 

Mich.  Marketing  DecisioiiS  of  Farmers  and  Their  Effect  on 

Income «     To  interpret  observed  marketing  decisions  and 
decision-making  procedures  in  the  light  of  existing  theories 
and  seek  ways  to  maKe  practical  decision  processes  more 
effective. 

Agr.  Econ.  ES  i490 

Miss.  Marketing  Tung  Nuts  and  Oil  Seed  Crops.  To  (l)  describe 

existing  marketing  facilities,  services,  and  practices  for 
tung  nuts,  soybeans,  and  cottonseed;  (2)  determine  effect  of 
changing  supplies  of  these  commodities  on  marketing  facilities, 
services,  and  practices;  (3)  determine  pattern  of  uae  and 
estimate  demand  for  these  couuaoaities;  (U)  determine  effect 
of  changing  relative  prices,  including  price  support  programs, 
for  these  commodities  on  supply,  storage,  and  use;  and  (5)  pro- 
ject probable  needs  for  marketing  lacilities,  services,  and 
practices. 

Agr.  Econ.  HA-11 

f*Jiss.  A  Study  of  the  Important  Economic  Factors  Involved  in 

the  itorketing  of  Farm  Proaucts  to  Meet  the  Changes  Resulting 
from  Industrialization.  Stuay  changes  In   the  marketing 
sti^icture  for  speciiied  farm  proaucts  accompanying  industrial 
development  of  a  market  center  including  changes  in:  whole- 
sale and  retail  market  organization;  relative  position  of 
locally  produced  fooa  proaucts  from  outside  the  area;  resource 
use,  enterprise  comDination,  and  scale  of  operation  on  farms 
within  area  affected  by  industrial  expansion;  degree  of 
inaustrial  expansion,  as  measured  by  employment  in  manu- 
facturing industries. 
Agr.  Econ.  HA -16 

N .  Dak.        Inlustrial  Market  Potentials  for  Selected  North  Dakota 

Agricultural  Products^  To  (1)  analyze  present  production  and 
marketing  patterns  for  selected  agricultural  products; 
(z)   evaluate  consumption  trends  and  patterns  for  selected 
proaucts;  (3)  appraise  geographical  location  of  industries 
now  using  these  products;  and  (U)  relate  present  location  to 
potential  State  locations  by  evaluating  favorable  aiid  un- 
favorable locatxonal  factors. 
Agr.  Econ.  3-li4 

Okla.  Analysis  of  Financial  Records  of  Agricultural  Marketing 

Qrgcinizations  ui  OKlahoma.  To  (1)  secure  current  information 
on  marketing  fann  products;  (2)  develop  devices  for  analyzing 
marketing  institution  data  whicn  may  oe  used  oy  agiicultural 
marketing  agencies;  and  (3)  develop  aiialyses  to  be  used  in 
conferences  with  marketing  agencies. 
Agr.  Econ.  809 
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Okla.  Farmers'  Preferences  for  Marketing  Services*  To 

(1)  find  preferences  wi.ich  farmers  have  for  different 
marketing  services;  and  (2)  learn  attitudes  of  marketing 
agencies  toward  preferences  of  fanners  and  their  ability 
and  willingness  to  adjust  to  them. 

Agr.  Econ.  879 

Okla •  Agricultural  Markets  and  Economic  Development  in 

Eastern  Qklahomiu  To  (1)  find  relationship  between  change s 
in  faiTE  markets  and  economic  progress  in  local  agriculture; 

(2)  study  instances  where  changes  in  farm  markets  have  lagged 
behind  or  stimulated  income-raising  farm  diversification; 

(3)  learn  an  improved  market  structure  compatible  with 
consumption  trends,  location  ana  improved  resource  com- 
binations; and  (h)   evaluate  alternative  policies  for  the 
type  and  extent  of  development  oi  farm  markets  which  will 
encourage  economic  progress  in  eastern  Oklahoma  agriculture. 

Agr.  Econ.  %0 

Vt.  Marketing  Honey  in  Vermont.  To  (l)  learn  type  and 

relative  importance  of  outlets  for  Vermont's  honey  crop; 
(2)   discover  wi;ich  outlets  and.  marketing  practices  have 
proven  most  profitable  in  sale  of  honey;  (3)  learn  amount 
and  relative  importance  of  gross  income  derived  from  sale 
of  honey,  beeswax,  and  bees;  and  (h)   obtain  basic  data  for 
making  a  comparison  of  costs  and  returns  from  packing  honey 
in  containers  of  various  sizes. 
Agr.  Econ.  62 


Market  Prices --Supply,  Demand,  Consumption, 
and  Other  Market  Forces 

Ark.  Price  Movements  of  Arkansas  Farm  Products.  To  (1)  learn 

longtime  movement  of  prices  of  Arkansas  farm  products  from 
1910-5U,  showing  index  numbers  of  all  farm  products,  and  of 
groups  of  related  products,  and  relative  prices  for  indi- 
vidual products;  (2)  calculate  trends  in  purchasing  power 
of  products  produced  in  Arkansas;  and  (3)  develop  seasonal 
price  patterns  for  Arkansas  farm  products  with  analysis  of 
factors  associated  with  seasonal  patterns. 
Agr.  Econ.  and  Rur.  Sociol.  398 
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Calif.         Statistical  Analysis  of  Demand  for  California  Agri- 
( Berkeley)  cultural  i^roducts«  To  (1)  discover,  measure,  and  statis- 
(jQavis)    tically  analyze  demand  for  California  farm  products; 

(2)  statistically  detennine  elasticities  of  demand  with 
respect  to  prices  and  income;  (3)  measure  changes  and 
shifts  over  time  in  demands  for  California  farm  production; 
and  (U)  develop  economic  and  statistical  explanations  of 
changes  in  demand. 
Agr.  Econ.  iMhQ 

Ga.  Analysis  of  the  Supply,  Price,  and  Utilization  of  the 

Principal  Crop,  and  Livestock  Products  in  Georgia.  To 
analyze  economic  significance  of  major  changes  in  quantity, 
value,  and  use  of  principal  agricultural  products  of  the 
State • 

Agr.  Econ.  M-12 

Ga.  Determination  of  Changes  in  Demand  and  Consumption 

Patterns  for  Food  ProductsT  To  (1)  learn  changes  in  types 
and  quantities  of  food  purchased  and  expenditures  for  food 
effected  by  changes  in  household  income,  household  compo- 
sition, and  prices  or  price  ratios;  (2)  learn  differences  in 
types  and  quantities  of  foods  purchased  by  households 
having  varying  incomes  and  composition;  (3)  evaluate  effects 
of  promotional  campaigns  on  consumption  of  advertised  prod- 
ucts and  their  substitutes;  (U)  note  effects  of  changes  in  forms 
and  types  on  demand  for  foods  affected;  and  (5)  provide 
basic  data  for  determining  changes  in  food  habits  and  sub- 
sequent effect  on  nutrition. 
Agr.  Econ.  M-19 

111.  Analysis  of  Current  Farm  Price  and  Farm  Income  Situations. 

To  analyze  current  prices  of  farm  products  and  incomes  of 
farmers,  each  year  giving  some  study  to  current  price  pros- 
pects of  more  important  Illinois  farm  products  and  to  pros- 
pects for  farm  income. 
Agr.  Scon.  0^-381 

111.  Methods  of  Measuring  the  Demand  for  Farm  Products  From 

lite-rket  Data.  To  im.prove  methods  used  in  demand  analysis  by 
(1)  determining  effect  of  different  sorts  of  errors  in  data 
upon  results  obtained  by  various  methods  of  analysis;  (2)  de- 
termining effect  of  incompleteness  of  "economic  models"  used 
in  analysis  upon  results;  and  (3)  appraising  available  methods 
from  standpoint  of  adaptability  to  meeting  difficulties  of 
actual  problems  of  price  analysis. 
Agr.  Econ.  0^-383 
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Ind.  Evaluation  of  Seasonal  Patterns  in  Prices.  To 

(1)  learn  average  pattern  of  seasonal  price  variation  for 
hogs,  cattle,  sheep,  dairy  and  poultry  products,  wheat, 
soybeans  and  feed  grains,  and  other  commodities;  (2)  analyze 
relative  usefulness  of  pattern  in  predicting  future  price 
movements, 

Agr.  Econ.  809 

Iowa.  Long-and-Short-Run  Elasticities  of  Demand  for  Farm 

Products.  Investigate  short-ran  and  long-run  elasticities 
of  demand  for  various  farm  products  (important  to  Iowa 
farmers)  at  various  levels  of  the  marketing  channel:  farm 
level,  consumer  level,  and  wholesale  level. 
Agr.  Econ.  and  Rur.  Sociol.  13^5 

Kan s •  Basic  Economic  Conditions  Influencing  ttie  General  Level 

of  Market  Prices  for'jvan'sas  P'arra  Products.  To  identify  and 
measure  influence  of  basic  economic  factors  associated  with 
changes  in  general  level  of  prices  of  farm  products  and 
relationships  among  broad  groups  of  prices. 
Econ.  and  Sociol.  36U 

Kans .  The  Efficiency  of  Existing  iiiarkets  in  Price  Determination . 

To  (1)  establish  effectiveness  of  the  market  organization  in 
reflecting  pattern  of  demand  for  commodities  and  coimaodity 
attributes  to  the  producer  through  price  system  under  changing 
conditions;  (2)  discover  aspects  of  mariceting  system  tending 
to  reduce  its  responsiveness  in  establishing  prices  reflecting 
changes  in  production  costs  and  value  in  use  for  the  final 
production;  and  (3)  analytic  market  prices  in  light  of  im- 
proved technology  and  production  practices  to  enable  farmers 
to  make  adjustments  to  changing  conditions. 
Econ.  and  Sociol.  i;68 

Mi ch •  Analysis  of  Actual  Changes  in  Food  Patterns  as  Family 

Incomes  Vary>  To  (1)  compare  family  purchases  of  food 
groups  in  the  Michigan  State  University  Consumer  Panel  before 
and  after  changes  in  income,  with  adjustments  for  changes 
in  family  composition;  ana  (2)  ccmipare  such  differences  with 
those  found  between  income  groups  in  a  cross  section  of  the 
panel  during  one  period  of  time. 
Agr.  Econ.  8ii3  (IRM-1) 
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Mch.         Reducing  Instability  of  Market  Prices  for  :Jichigan 
Farm  Products*  To  analyse  alternative  methods  by  which 
farm  income  might  be  stabilized,  impacts  on  agricultural 
markets  and  marketing,  effects  of  such  methods  in  Michigan 
on  size  of  farm  income,  its  variability  and  distribution, 
efficiency  of  farm  operation,  and  other  criteria  Important 
to  farm  people  and  to  the  economy. 
Agr.  Econ.  ES  116 

Mich.         Variations  in  Demand  and  Consumption  of  Food  Products 
in  Lansing,  Michigan.  Learn  variations  and  trends  in 
purchases  of  particular  food  products  among  groups  of  the 
population  as  related  to  variations  in  prices,  incomes, 
employment,  advertising,  introduction  of  new  products  or 
products  of  different  form,  changes  in  consumption  of 
other  food  products,  and  other  socio-economic  factors. 
Agr.  Econ.  ES  U96 

Minn.  Food  Consumption  and  New  Markets.  To  (l)  measure 

relationships  existing  between  food  consumption  and  various 
variables^  (2)  measure  and  evaluate  possible  new  markets 
for  food  domestically  and  abroad,  and  consider  and  evaluate 
programs  for  reaching  these  markets;  and  (3)  consider  and 
evaluate  nonfood  uses  or  markets  for  agricultural  commodities. 
Agr.  Econ.  1119 

Minn.  An  Economic  Analysis  of  Demand  Expansion  Policies  and 

Progratas  for  Food  in  the  United  States.  To  (1)  learn  food 
consumption  potential  where  limiting  factor  income  is  lifted, 
a  shift  in  tastes  and  preferences  to  higher-resource-using 
foods  occurs,  and  established  nutritional  needs  are  fully 
satisfied;  (2)  describe  and  appraise  effectivensss  of  dif- 
ferent programs  and  methods  for  achieving  potentials  as- 
certained under  (1)  above;  and  (3)  describe  consequences  of 
achieving  food  consumption  potentials  under  different  criteria 
in  terms  of  quantities  taken,  aggregate  level  of  farm  prices 
and  income,  distribution  of  farm  incomes  among  areas  and 
commodity  groups,  and  consumer  well-being. 
Agr.  Econ.  1129  (IRM-1)  Coop.  USQA 
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1£L8S.         The  Influence  of  Locker  Plants  and  Home  Freezers  on  the 
Consumption  and  Market  Outlets  for  Locally-Produced  Farm 
Products >  To  (1)  learn  kinds,  sources,  amounts,  and  costs 
of  foods  stored  in  community  ana  home  freezers j  (2)  determine 
kinds  of  maiiceting  services  used  and  wanted,  and  methods  of 
supplying  services  more  efficiently;  and  (3)  evaluate  value 
of  frozen  foods  as  to  money  costs,  time-saving,  and  diet 
improvements. 

Home  Econ.,  Agr.  Econ.  ES  U60 

N.  X.         A  Study  of  Fluctuations  in  the  Prices  of  Farm  axjid  Non- 
( Cornell)  Farm  Corajnodities,  The  Reasons  for  Them  and  the  Effects  of 

Tnem«  Study  lactors  affecting  prices,  including  the  effects 
of  supply  and  demand  on  prices  of  individual  goods  and  com- 
modities, tne  effects  of  gold  and  other  factors  on  the  level 
of  prices,  ana  the  effect  of  "administrative"  factors  on 
prices. 

Agr.  Econ.  222 

Ohio  Elasticity  of  Demand  for  Farm  Products  Important  to  Ohio 

Agriculture .  To  (1)  measure  elasticity  of  demand  for  products 
important  to  Ohio  agriculture  and  for  those  competing  with 
Ohio;  (2)  find  at  what  piice  or  price  levels  substitution  is 
made  for  different  products  and  what  substitution  is  made; 
and  (3)  provide  a  guide  to  desirable  agricultural  production 
by  determining  what  the  demand  for  products  grown  by  Ohio 
farmers  is  at  different  price  levels. 
Agr.  Econ.  and  Rur.  Sociol.  $2 

Okla.         Consumer  Demand  for  Eggs,  Dressed  Chickens  and  Beef  as 
Measured  by  Price  and  Quality.  To  (1)  determine  preference 
of  consumers  for  dilferent  quality  characteristics  of  beef, 
eggs  and  dressed  chickens;  (2)  estimate  monetairy  values 
consumers  place  on  preferences  for  quality  characteristics 
of  beef,  eggs,  ana  aressed  chickens;  and  (3)  show  bow  method 
of  selling  said  produce  reflects  consumer  preferences  to 
producer. 

Agr.  Econ.,  Foul.  Sci.  ES  h^7 

Oreg.         A  Study  of  Seasonal  and  Longtime  Price  Fluctuations 

Among~Q^regon  Farm  Products.  To  determine  (1)  seasonal  price 
variations  among  important  Oregon  farm  proaucts;  {z)   year  to 
year  price  fluctuations  of  important  farm  products;  and 
(3)  important  factors  affecting  year  to  year  price  fluctuations 
of  farm  products. 
Agr.  Econ.  I63 
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p.  R,         Market  Potentials  for  Poearto  Rico  Agricultural  Products. 
To  (1)  estimate  the  relative  magnitudes  of  demand  by  I960 
and  1965  in  both  local  and  e^qport  markets  for  agricultural 
products  suitable  for  Puerto  Ricoj  and  {Z)   learn  conditions 
to  be  met  if  these  potentials  are  to  be  realized. 
Agr.  Econ.  90 

Tex.  Factors  Tnat  Affect  Texas  Agricultural  Commodity  Prices. 

To  (l)  learn  statistical  relationsnips  between  past  production 
of  major  field  crops  and  livestock  in  Texas  and  present  and 
prospective  changes  in  production  and  marketing;  {2)   measure 
statistically  seasonal  zones  of  price  irregularities  above 
and  below  monthly  mean  prices;  and  (3)  evaluate  production 
response  to  price  and  value  changes  for  selected  commodities. 
Agr.  Econ.  ana  Sociol.  HM-II33 


Consumer  Preference,  Acceptance,  and  Merchandising 

Ala.  Why  Alabama  Consumers  Select  Specified  Foods.  To  (1)  learn 

sources  and  types  of  data  used  by  consumer  in  making  decisions, 
factors  involved  in  decision  making,  relation  of  items  in  aoove 
statements  to  purchase  and  use  of  selected  foods;  and  (2)  test 
and  measure  consumer  reactions  and  response  to  selected  changes 
in  market  resulting  from  controlling  changes  in  kind  of  pack- 
ages, or  a  different  form  of  advertising. 

Agr.  Econ.,  Home  Econ.  ^Ql   (See  also  SM-I3,  Why  Consumers 
Select  Specified  Foods,  in  Part  13,  Section  e.) 

Stores         Socio-Economic  Forces  that  Influence  the  Potential  Demand 
(Coniu)    for  Milic  and  Eggs  by  the  Older  Age  GroupT  To  learn  cultural 
and  economic  forces  wnich  would  increase  use  of  milk  and  eggs 
by  the  older  age  group  ix)  levels  more  nearly  consistent  with 
nutritional  standards  by:   (1)  measuring  differences  between 
levels  of  consumption  of  milK  and  eggs  and  the  desirable 
levels  uf  consumption  among  individuals  and  subgroups  within 
the  older  age  group;  (2)  identifying  social  and  economic  back- 
grouiKis  aad  nutritional  attitudes  within  the  older  age  group 
that  are  related  to  dilferences  in  consumption  of  milk  and 
eggs;  (3)  measuring  changes  in  income,  availability  of  milk 
and  eggs  at  retail,  and  attitudes  of  older  people  regarding 
consumption  of  milk  and  eggs;  and  (u)  estimating  consumption 
of  milk  and  eggs  on  the  part  of  oMer  people  in  19^^,   I960, 
and  1970  under  varying  conditions  of  demand. 

Agr.  Econ.  and  Farm  Mgt.,  Hume  Econ.  ES  322 
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Mich.         Nutritive  Value  of  Food  Purchased  by  a  Sample  of 

Lansing  Families  During  a  Five -Year  Period*  To  (1)  study- 
food  purchase  records  of  families  collected  by  Department 
of  Agricultural  Economics  and  to  assess  nutritive  quality 
of  dietsj  (2)  analyze  buying  practices  from  standpoint  of 
contributions  to  improvement  or  degradation  of  the  nutrition 
of  Michigan  families;  and  (3)  evaluate  ability  of  homemakers 
to  select  nutritionally  adequate  diets  under  varying  socio- 
economic conditions. 
Home  Econ.  81? 

Mich.         Consumer  Decision-Making  as  Related  to  the  Market 

Demand  for  Farm  Products.  Learn  process  by  which  consumers 
arrive  at  decisions  determining  allocation  of  income  to  all 
food,  to  particular  food  groups,  and  to  some  individual 
foods  and  learn  some  of  important  factors  related  to  varia- 
tions in  such  allocation  decisions  between  families. 
Agr.  Econ.  ES  k9^ 

N.  H.  Economic  Effects  of  Changes  in  Retail  Food  Marketing 

Services*  To  (1)  identify  and  classify  consumer  services 
at  the  retail  food  store  level;  (2)  determine  the  costs  of 
providing  alternative  types  and  quantities  of  consumer 
services  including  packaging  of  fresh  produce  and  meat, 
store  facilities  (aisle  width,  checkout  speed,  parking 
facilities,  display  area)  and  variety  of  items;  and 
(3)  determine  the  relationship  existing  betvreen  types  and 
quantities  of  these  consumer  services  offered  at  the  retail 
level  and  (a)  volume  of  sales  and  (b)  consumer  income 
levels  in  order  to  estimate  the  consumer  demand  for  services. 
Agr.  Econ.  109 

Oreg.         Comparison  of  t'kiall  Preference  Panels  with  a  Household 
Consumer  Panel.  To  compare  (1)  "expert"  panels  of  10  to 
20  members;  (2)  student  panels  of  100  to  1^0  members;  and 
(3)  household  consumer  panel  of  200  city  families  in  western 
Oregon  for  their  preferences  on  12  Oregon  food  products. 
To  evaluate  the  effectiveness  of  the  first  two  panels  in 
estimating  the  preferences  of  the  consumer  panel. 
Statis.  2^3 

Pa.  Merchandising  Agricultural  Products  -  B.  Measurement 

of  Consumer  Responses  to  Retail  Food  Merchandising  Practices. 
To  test  effect  of  retail  food  merchandising  practices  on 
retiims  to  retailers,  other  trade  agencies,  and  producers. 
Agr.  Econ.  and  Rur.  Sociol.  1172-B 
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Pa.  Effects  of  Alternative  Says  of  Packaging  Foods  on 

Returns  to  Producers  and  Marketing  Agencies*  To  (1)  measxu'e 
the  costs  of  marketing  associated  with  alternative  packages; 

(2)  appraise  the  effect  on  demand  of  present  and  prospective 
ways  of  packaging  foodj  and  (3)  appraise  the  effects  on 
producer  returns  of  alternative  ways  of  packaging  food  products. 

Agr.  Econ.  and  Rur.  Sociol.  I306-A 

Pa.  The  Relationship  .Between  Revenues  and  Product  Differ- 

entiation. To  develop  (1)  an  analytical  framework  ior  treating 
differentiated  commodities;  (c^)   models  relating  to  commodity 
differentiation  of  various  types  to  changes  in  agricultural 
revenue;  and  (3)  an  empirical  technique  for  quantitative 
measurement  or  consumer  preference  for  differentiated  products. 
Agr.  Econ.  and  Rur.  Sociol.  I3lli 

Pa.  Factors  Affecting  Acceptance  of  New  Food  Products.  To 

( 1 )  learn  consumer  attitudes  related  to  acceptance  of  new 
food  products;  (2)  analyze  selected  variables  associated  with 
attitudes  concerning  acceptance  of  new  food  products. 
Agr.  Econ.  and  Rur.  Sociol.  I3I4O 

Pa.  Increasing  Demand  for  Agricultural  Products  by  Improving 

Food  Consumption  Practices.  To  (1)  learn  effect  of  various 
diaracteri sties  as  nationality,  education,  occupation,  religion, 
and  related  social  factors  on  food  habits,  and  attitudes  result- 
ing in  a  variation  in  consumption;  and  (2)  develop  and  test 
educational  program  to  increase  consumption  levels. 
Agr.  Econ.  and  Rur.  Sociol,  ES  it66 

W.  Va.         Economics  of  Packaging  Selected  Foods.  To  (l)  determine 
the  costs  and  values  of  certain  alternative  methods  of  pack- 
aging selected  food  products;  (2)  relate  packaging  to  methods 
and  itemized  costs  of  handling  and  to  market  structure, 
giving  special  emphasis  to  directness  of  marketing;  and 

(3)  determine  effects  of  types  of  packaging  on  retail  sales 
volume,  for  the  individual  firm  by  type  of  firm  and  for  the 
industry. 

Agr.  Econ.  and  Rur.  Sociol.  98 


Grades  and  Standards 

Mich.  The  Development  of  Improved  Consumer  Grades  for  Agri- 

cultural Products.  To  determine  factors  used  oj   consumers 
in  identifying  product  quality  and  ways  by  which  the  factors 
can  be  incorporated  into  practical  consumer  grades  and  thereby 
improve  the  function  of  grades  in  the  marketing  system. 
Agr.  Econ.  ES  291 
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Market  Information 

Alaska         Crop,  Lives to ck  and  Related  Market  Statistics.  To 

(1)  collect  a  time-series  of  basic  agricultural  statistics 
needed  in  conducting  marketing  studies  on  changes  in  supply 
of  and  demand  for  local  farm  products;  (2)  collect  prices 
received  for  local  products  and  paid  for  production  supplies; 
(3)  develop  outlook  information  on  prospective  yields,  pro- 
duction, and  demand  as  a  guide  to  future  marketing  problems; 
and  (k)   collect  and  disseminate  a  price  series  of  food  items 
in  major  Alaskan  cities  and  use  in  comparing  price  relation- 
ships between  cities  and  for  comparing  spreads  between  pro- 
ducers and  retailers  and  for  allied  purposes. 
Agr.  Econ.  37 (M) 

Mich.         Analysis  of  Factors  in  the  Development,  Use,  and  Results 
of  Communication  Programs  and  Systems,  with  Special  Reference 
to  Marketing.  Develop  and  test  theoretical  principles  rele- 
vant to  establishment  and  maintenance  of  communication  programs 
and  systems  by  learning:  significance  of  variations  in  form 
of  messages  carried  in  communication  systems;  conditions 
necessary  for  existence  and  maintenance  of  communication 
systems;  factors  affecting  decisions  on  message  selection, 
message  form,  and  operations  and  purposes  of  communication 
systems;  identification  and  analysis  of  specific  purposive 
and  general  communication  systems  on  individual  and  group 
behavior;  factors  creating  differences  in  area  coverage  by 
communication  systems  and  consequence  of  these  differences. 
Sociol  and  Anthrop.  69  Coop.  AMS 

Nev»  Improving  Current  Market  and  Market  Outlook  Reports. 

To  learn  (1)  market  information  and  market  outlook  needs  of 
State  farmers  and  ranchers;  (2)  current  sources  of  infoimation 
on  market  outlook  and  current  market  conditions;  (3)  uses  made 
of  available  materials;  (U)  adequacy  of  content,  presentation, 
and  uses  made  of  available  materials;  and  (5)  means  of  incor- 
porating research  findings  into  improved  market  information 
and  outlook  reports. 
Agr.  Econ.  38 

N.  Dak.        Analysis  of  Price  and  Marketing  Statistics  for  North 
Dakotiu    (17  To  analyze  -'  price,  marketing  and  income 
data  to  indicate  price -supply,  market-price,  quality-price 
and  other  important  marketing  relationships  for  North  Dakota 
agriculture;  and  (2)  to  make  available  through  published 
reports,  up-to-date  price  and  marketing  statistics  which 
will  assist  farmers  and  marketing  agencies  in  improving  their 
operations. 

Agr.  Econ.  3-9M 
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W.  Va.        An  Evaluation  of  the  Mariceting  Information  for  Consumers 
(M.I.C.)  Program  in  the  yheeling-Steubenville  Area.  To  (1) 
learn  extent  and  i»ature  oi  audience  "reached"  by  program j 
(2)  learn  effectiveness  of  media  used  to  disseminate  informa- 
tion; and  (3)  provide  estimate  of  change  in  consumer  behavior, 
including  changes  in  knowledge  and  understanding,  associated 
■with  program. 

Agr.  Econ.  122  Coop.  FES 

Costs,  Margins,  and  Efficiency  of  Operation 

Ala.  Development  and  Refinement  of  Processes  for  Improving 

the  Market  Quality  of  Selected  Products  from  Horticultural 
Crops.  To  (1)  develop  and  refine  processes  for  improving 
market  qualities  of  selected  products  from  horticultural  crops 
and  adapt  these  processes  to  commercial  use;  and  (2)  detennine 
indicated  yields  and  approximate  costs  of  finished  products 
from  different  commercial  grades  of  fresh  material  when  pro- 
cessed by  different  methods. 
Hort.,  Agr.  Econ.  5U9 

Idaho         Case  Stuaies  of  the  impact  of  Techjfxology  in  the  iiarketing 
of  Dal^  Products  and  Potatoes  J  To  (1)  learn  new  technologies 
being  introduced  in  marketing  of  said  products;  (2)  study  cases 
of  new  technologies  in  detail  so  as  to  leam  their  adaptability 
to  Idaho  plants  and  to  assess  effects  upon  processing  costs 
and  industry  organization;  and  (3)  test  adequacy  of  currently 
used  methodologies  in  appraising  effect  of  innovations  and  to 
develop  more  adequate  ones. 

Agr.  Econ.,  Dairy  Hasb.,  Hort.  292  (1IM-25) 

Ind.  Labor  Utilization  in  Selected  Food  Stores  in  Indiana. 

Develop  methods  for  improving  labor  use  in  food  stores. 
Agr.  Econ.  993 

Iowa  Analysis  of  the  Management  Function  in  Local  Agricultural 

Marketing  and  Processing  Businesses.  To  (1)  develop  quant i- 
tative  measures  of  managerial  success  in  areas  of  management  as 
employee  management,  management  of  accounts  receivable,  inventory 
management,  management  of  fixed  assets,  management  of  financial 
structure,  etc.;  (2)  evaluate  and  correlate  these  measures  of 
success  in  terms  of  overall  measures  of  managerial  success,  as 
the  return  to  entrepreneurial  capital;  (3)  develop  quantitative 
measures  of  difficulty  of  management  in  each  of  these  areas; 
(U)  develop  measurable  characteristics  and  behaviorial  patterns 
of  operational  management,  which  are  correlated  with  measures 
of  success;  and  (5)  separate  these  characteristics  and  patterns 
into  those  which  are  innate  and  those  iihich  are  learned. 
Agr.  Econ.  and  Rur.  Sociol.  ES  $26 
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Kans.         Economics  of  Scale  in  Marketing  and  Processing  Plants, 
To  (l)  leam  economies  associated  with  various  resource 
combinations  at  a  number  of  scales  of  operation  under 
specified  levels  of  technology^  (2)  estimate  coefficients 
of  returns  to  scale  and  appraise  implications  of  these 
findings  on  contraction  or  expansion  of  size  to  number  of 
marketing  firms  in  the  Midwest 5  and  (3)  estimate  physical 
production  functions  in  order  to  appi^ise  more  accurately 
the  impact  of  public  and  private  policies  that  affect  the 
prices  of  factors  and  products  of  these  firms. 
Econ.  and  Sociol,  U67 

Maine         Changes  in  Marketing  Costs  in  Providing  Consumers' 
Services*  To  (1)  leam  costs  of  labor,  materials,  and 
facilities  of  alternative  methods  of  packaging  and  product 
form  or  specific  agricultural  products}  and  (2)  appraise 
alternative  methods  of  packaging  and  product  form  on 
volume  of  retail  sales  and  consumer  acceptance, 
Agr.  Econ.  and  Farm  Mgt,  8? 

Mass.         Changes  in  Marketing  Costs  Associated  with  Curtailment 

or  Expansion  in  Consumer  Services.  Leam  amount  and  incidence 
of  physical  and  monetary  costs  associated  with  introduction, 
expansion,  curtailment  or  other  modification  of  personal 
service  as  a  marketing  function  so  to:  (l)  measure  effects 
of  changes  in  consumer  services  on  marketing  margins  and 
volumes  of  salej  (2)  leam  amounts  of  manpower,  marketing 
equipment  and  marketing  supplies  used  to  provide  particxilar 
consumer  services;  (3)  estimate  impairments  or  improvements 
in  nutritional  elements  of  perishable  food  products  asso- 
ciated witn  changes  in  services;  (U)  estimate  changes  in 
direct  marketing  costs  borne  by  consumers  that  would 
accompany  changes  in  consumer  services  rendered  by  market- 
ing organizations;  and  (5)  provide  consumers  with  basis  for 
estimating  relative  values. 
Econ.  131 

Mich,         Increasing  Efficiency  of  Operations  in  Retail  Food 
Stores^  To  (1;  develop  better  methods  of  organizing 
facilities  aixi  using  labor  and  equipment  so  as  to  increase 
productivity  and  lower  costs  of  retailing  operations; 
(2)  adapt  improved  methods  to  stores  of  different  types 
and  sizes;  and  (3)  measure  changes  in  efficiency  resulting 
from  adoption  of  improved  methods  of  operation. 
Agr.  Econ.  im  Coop.  AMS 
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Mich.         Management  Practices  and  Problems  in  Michigan  Agricultural 
Marketing  Firmsl  To  evaluate:  (1)  techniques  in  use  ol'  labor, 
capital,  ana  other  resources  with  a  view  toward  recommending 
changes  resulting  in  lower  cost  ope rat ion j  and  (2)   elTect  of 
changing  demand,  supply,  and  competitive  relationships  in 
markets  for  State  agricultural  commodities. 
Agr.  Econ.  ES  k9k 

Nebr,  Analysis  of  the  Supply  of  Labor  to,  and  Employment 

Practices  of.  Food  Processing  Plants  in  bmall  Towns  and  Cities 
in  Nebraska.  To  learn  (1)  dil'ferences  in  supply  and  costs 
of  labor  lor  food  processing  plants  in  communities  of  various 
sizes  and  in  various  areas;  (2)  wage  and  employment  practices 
most  likely  to  maintain  old  or  attract  additional  plant  facili- 
ties j  and  (3)  to  appraise  contributions  which  plants  make  to 
individual  or  commimity  incomes  or  to  farm  families  seeking 
temporairy  nonfarm  employment. 
Agr.  Econ.  ES  518 

Ohio  Factors  Affecting  Operating  Ck)sts,  Service  Charges  and 

Margins  of  Country  Elevators  in  Ohio.  To  (1)  learn  effect 
of  volume  of  various  types  of  business  on  net  income  of 
elevators;  (2)  learn  impact  of  specific  commodities  and  classes 
of  commodities  on  business  management  decisions  at  elevators; 
(3)  analyze  ana  establish  measures  for  effect  of  size  and 
location  on  income  and  expense  relationsnips  of  elevators; 
(U)  analyze  and  establish  ratios  of  operations  of  individual 
cost  items  to  net  income  and  investment  for  elevators;  (5)  learn 
relationships  between  service  changes  and  nargins  for  various 
commodities  and  net  returns  to  operations  of  elevators;  and 
(6)  establish  a  financial  structure  for  a  model  elevator  for 
various  locations. 

Agr.  Econ.  and  Rur.  Sociol.  1^8 

Pa.  The  Relation  of  Prices,  Profits  and  Wages  in  Industry  to 

Marketing  Margins  for  Foods.  Discover  and  measure  any  stable 
relationship  between  wages,  prices,  and  profits  in  industry 
aiid  marketing  margins  for  foods. 

Agr.  Econ.  and  Rur.  Sociol.  1290 


HHHUHI 
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S.  C.         Economic  Problems  in  Processing  Agricultural  Products* 
To  (l)  determine  lor  specific  agricultural  products  the 
adequacy  of  existing  processing  facilities  in  terns  of  size, 
location,  equipment,  methods  of  operation,  services,  etc.j 
(2)  evaluate  selected  types  of  processing  plants  in  terms 
of  their  effects  on  area  of  supply,  stability  of  demand  for 
particular  products,  etcj  and  (3)  measure  plant  efficiency 
in  terms  of  input-output  relationships. 
Agr.  Econ.  and  Rur.  Sociol,  75 

Wash,  Case  Studies  of  Economic  Effects  of  New  Technologies 

in  Fruit  and  Dairy  laarketing  in  Washington,  To  (1)  inventory 
for  dairy  and  fruit  industries  technological  developments 
known  but  not  adopted;  (2)  analyze  economic  conditions 
affecting  adoption  of  same;  and  (3)  analyze  economic  effects 
of  adoption  of  same. 

Agr.  Econ.  I309  OVM-25) 


Cooperatives 

Ark.  The  Decision  Making  Process  in  Farmers'  Cooperative 

Organizations .  To  analyze  decision  making  process  in 
fanners'  cooperative  organizations  as  influenced  by  type 
and  size  of  organization,  various  role  definitions,  role 
conflicts,  referents  and  reference  groups  of  the  decision- 
maker. 

Agr.  Scon,  and  Rur.  Sociol,  379 

Calif.         Analysis  of  Cooperative  Marketing  Activities  in  California. 
(Berkeley)  To  (1)  trace  history  of  major  cooperative  marketing  asso- 
(Davis)    ciations  in  State;  (2)  analyze  accumulated  experience  of  asso- 
ciations in  terms  of  problems  faced,  degree  of  success  attained, 
and  reasons  for  success  or  failure;  and  (3)  provide  an  im- 
proved basis  on  vhich  State  farmers  may  use  agricultural 
cooperative  associations  as  effective  tools  for  solution 
of  marketing,  processing,  and  distribution  problems, 
Agr.  Econ.  1708 

Ga,  An  Economic  Analysis  of  Agricultural  Cooperative  Asso- 

ciations in  Georgia.  To  (1)  learn  in  detail  cooperative 
services  and  facilities  now  available;  (2)  compile  and  in- 
terpret legislative  acts  of  State  pertaining  to  formation 
and  operation  of  agricultural  cooperative  associations  and 
legal  forms  and  procedures  for  typical  cooperative  associa- 
tions; and  (3)  learn  specific  operating  practices,  and 
financial,  labor  and  facility  needs. 
Agr.  Econ,  M-3UI 
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Hairaii        An  Economic  Evaluation  of  Agricultural  Cooperatives 

in  Hawaii*  To  (1)  examine  development  of  farmer  cooperative s 
in  Territory,  including  reasons  for  heavy  mortality  ratej 
(2)  report  present  status  of  cooperative  marketing  and  pur- 
chasing associations  in  Hawaii;  (3)  review  critically  the 
operating  policies  and  practices  of  existing  farmer  coopi- 
erativesj  and  (k)   consider  the  needs  of  existing  associa- 
tions and  the  prospects  of  further  development  of  coopera- 
tive to  serve  Hawaii's  farmers, 
Agr.  Econ.  36U 

Kans.         Organization  and  Operation  of  Fanners'  Cooperative 
Mariceting  and  Purchasing  Associations*  To  (1)  develop 
adequate  factual  information  for  members  of  cooperatives 
and  agricultural  leaders  concerning  sound  principles  of 
organization  and  operation  of  farmer-owned  business  asso- 
ciations for  the  purpose  of  facilitating  the  efficient 
marketing  of  farm  commodities  and  the  purchasing  of  fana 
supplies;  and  (2)  provide  factual  information  as  a  basis 
for  sound  public  policy  in  regard  to  cooperatives. 
Econ.  and  Sociol.  32i4. 

Ky.  Organization,  and  Operation  of  Farmer  Cooperatives 

in  Kentucky.  To  accomplish  a  detailed  census  of  coopera- 
tives, including  comprehensive  and  current  information 
on:  age,  growth,  membership,  services  reixlered,  financial 
and  organizational  structure,  nature  and  extent  of  ccan- 
pe tit ion  faced,  membership  contacts,  programs,  problems, 
public  relations  activities,  informational  programs  con- 
ducted, extent  of  educational  work  with  young  farmer  groups, 
community  relationships,  directorate  arrangements,  relations 
with  agricultural  agencies,  with  competitors,  and  with  other 
cooperatives,  legal  and  tax  status,  and  other  relevant 
information  affecting  successful  operation  of  such  coop- 
eratives. 

Agr.  Econ.  36 

Md.  Analysis  of  the  Development  of  Farmer  Cooperatives. 

To  (l)  determine  current  status  of  farmer  cooperatives 
as  to  number,  volume  of  business  and  membership;  (2)  an- 
alyze development  of  cooperatives  since  19hO   and  evaluate 
reasons  for  progress  made  and  causes  of  failure  during 
the  period;  and  (3)  analyze  financial  structure  of  coop- 
eratives by  using  various  accepted  financial  ratios  as 
standards  of  measure. 

Agr.  Econ.  aixi  Mktg.  A-26-al 
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Itlnn.         Business  Analysis  of  Farmers'  Marketing  and  Purchasing 
Associations*  To  obtain  information  from  representative 
cooperative  organizations  including  operating  costs j  amounts, 
methods,  and  sources  of  financing;  business  management  policies 
and  related  aspects  to  serve  as  guides  for  other  organizations 
and  to  point  the  way  to  improvements  in  methods, 
Agr.  Econ.  111? 

Mo.  Extent  of  Use  of  Farmers'  Cooperatives,  Services  Per- 

formed7  and  Problems  Com  rented^  To  ascertain  (1)  use  of 
cooperatives  by  farmers;  (2)  seirvices  performed  by  coop- 
eratives; and  (3)  financing  of  local  cooperatives. 
Agr.  Econ.  Z^h 

Ohio  Improving  the  Financial  Management  of  Agricultural 

Marketing  Agencies.  To  (1)  learn  methods  now  in  operation 
of  financing  agricultural  marketing  and  farm  supply  coop- 
eratives; (2)  explore  adequacy  of  financing  methods  with 
respect  to  needs  for  successful  business  operations  and 
costs  of  such  methods;  (3)  explore  various  forms  of  coopera- 
tive securities  and  evidences  of  equity  by  patrons  used  by 
present  day  cooperatives;  {h)   study  negotiability  of  coop- 
erative securities  and  possibilities  of  a  market  for  such 
securities;  (5)  learn  relation  between  investment  in  coop- 
erative securities  and  participation  by  patrons  and  members; 
(6)  ascertain  if  misunderstanding  of  co-op  financing  and 
its  problems  may  be  limiting  factors  in  the  proper  furnishing 
of  adequate  capital;  (7)  learn  amount  and  methods  used  in 
extending  short  term  credit  to  patrons  through  open  accounts; 
and  (8)  appraise  overall  financing  situation  facing  coopera- 
tives considering  legal  requirements.  Internal  Revenue 
rulings  and  marketing  Jobs  that  have  to  be  done  by  coopera- 
tives. 

Agr.  Econ.  and  Rur.  Sociol,  1^9 

Okla.         Cooperative  Elevator  Management.  To  learn  ways  coopera- 
tive elevators  can  be  improved  by  changing  management  struc- 
ture and  operation  so  that  they  can  make  greater  returns 
to  farmers. 

Agr.  Econ.  906 

P.  R,         A  Study  of  the  Social  Aspects  of  Cooperative  Associations. 
To  study  organization,  membership,  and  other  social  aspects 
of  cooperatives  in  Puerto  Rico  and  the  effect  of  these  asso- 
ciations on  the  people  and  communities  they  serve. 
Agr.  Econ.  and  Rur.  Sociol,  28 
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S.  Dak.        Members' Attitudes  and  Understandings  and  their  Relation 
to  Patronage  in  Farmers  Purchasing  Cooperatives.  Learn 
(1)  relationship  of  members'  understandings  and  attitudes 
with  patronage;  (2)  what  managers  and  board  members  think 
the  patron  needs  to  know  for  effective  membership;  (3)  what 
patron  thinks  he  needs  to  know  to  be  an  effective  mexnber. 
Agr.  Econ.  306 

Tenn.  Financial  Management  and  Related  Problems  Affecting 

the  Success  of  Tennessee  Cooperatives^  To  (1)  identify 
primary  factors  affecting  financial  success  of  Tennessee 
cooperative  associations;  (^)  evaluate  the  effect  of  various 
financial  management  arrangements  on  capital  availability 
and  efficiency  of  cooperatives;  (3)  analyze  the  importance 
of  related  factors  in  determining  the  degree  of  success  of 
various  financial  arrangements;  and  (U)  appraise  the  effects 
of  particular  public  policies  and  regulations  affecting 
financing  and  related  management  problems  of  cooperatives. 
Agr.  Econ.  and  Rur.  Sociol.  19 


Government  Programs 

Fla.  Response  of  Farm  Income  to  Changes  in  Resource  Jse 

Engendered  by  Acreage  Control  and  Price  Support  Programs. 
To  analyze  the  effect  on  net  income  of  farmers  of  changes 
in  resource  use  brought  about  by  acreage  control  and  price 
support  programs  with  particular  reference  to  tobacco, 
cotton  or  peanut  producers. 
Agr.  Econ.  796  (IKM-1) 

Ind.  An  Analysis  of  Various  National  Grass  and  Soil  Bank 

Proposals  for  Adjusting  Production  and  Adding  Stability""to 
Farm  Incomes.  To  (1)  learn  and  compare  aggregate  effects 
of  various  grass  and  soil  bank  programs  upon  agriculture 
and  tne  general  economy  in  terms  of  specific  results  and 
costs;  (2)  compare  economic  effects  of  significantly 
different  programs  analyzed  in  (1)  on  various  types  and 
sizes  of  farms  in  major  regions  of  the  United  States;  and 
(3)  develop  modifications  of  present  proposals  that  may 
result  from  information  gained  and  compare  their  effects. 
Agr.  Econ.  88I  (IRM-1) 
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Iowa  Economic  Effects  of  Agricultural  Programs.  To 

(1)  analyze  effects  of  farm  programs  on  production,  income, 
and  prices  in  agriculture;  {d)    study  impact  of  various 
income -increasing  or  stabilizing  techniques  on  efficient 
use  of  agricultural  products  and  resources;  (3)  appraise 
economic  effects  of  farm  programs  in  terms  of  alternative 
sets  of  policy  objectives;  and  (k)   detennine  efficient  and 
consistent  measures  for  promoting  agricultural  policy  ob- 
jectives. 

Agr.  Econ.  and  Rur.  Sociol.  II3U 

Iowa  Alternative  Parity  Formulas  and  Their  Use  in  Agri- 

cultural Programs.  Analyze  and  appraise  existing  parity 
price  formula  and  develop  more  accurate  and  useful  alterna- 
tive parity  price,  cost,  and  income  formulas.   (1)  Set  up 
marketing  objectives  as  stabilization  of  market  supplies, 
stabilization  of  prices,  stabilization  of  incomes,  raising 
the  level  of  incomes,  etc.,  and  indicate  nature  of  appro- 
priate price,  cost,  and  other  bases  and  formulas  useful  for 
carrying  programs  through  toward  alternative  objectives. 

(2)  Develop  cost  indexes  and  income  indexes  which  will 
provide  income-cost  formulas.   (3)  Statistically  estimate 
effects  of  various  parity  formulas  developed  on  prices, 
stocks,  utilization,  etc.,  in  light  of  recent  changes  in 
demand  and  in  production  techniques. 

Agr.  Econ.  and  Rur.  Sociol.  I3U6  (IRM-1) 

KaxiS.  Goals,  Means,  and  Effects  of  Agricultural  Policies. 

To  (1)  determine  sets  of  goals  held  by  various  classes  of 
Kansas  citizens  as  to  national  agricultural  policy; 
(2)  attempt  to  order  these  goals  so  as  to  draw  inferences 
regarding  their  substitutability;  (3)  analyze  sets  of  goals 
for  logical  consistency  and  economic  feasibility;  (U)  survey 
public  policy  means  available  for  action  in  agricultural 
programs;  and  {$)   relate  public  goals  to  those  of  individual 
operators  as  a  means  of  establishing  a  realistic  frame  of 
reference  in  which  individual  farm  organization  plans  can 
be  developed. 

Econ.  and  Sociol.  38^  (See  also  NCM-11,  Measuring  and 
Appraising  the  Impact  of  Agricultural  Price  and  Income 
Policy  Upon  Producers,  Marketing  Agencies,  and  Con- 
sumers, in  Part  2,  Section  a.) 
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Minn.         Governmental  Policies  aiid  rneir  Iniluence  Upon 

Minnesota  Agricultiiral  Prices.  To  isolate  ana  examine  the 
lactors  influencing  the  level  and  movement  of  particular  pro- 
ucts  importaiit  in  Minnesota  agricultiire ;  to  study  the  influ- 
ence of  government  policies  upon  the  prices,  production,  and 
utilization  uf  agricultural  produce;  to  study  especially  the 
■»rar  and  postwar  prospects  for  the  demand,  both  domestic  and 
foreign,  for  tnese  agricultural  products;  to  determine  and 
analyze  the  margins  involved  in  the  marketing  of  agricultural 
products  and  their  influence  upon  the  economic  position  of 
Minnesota  agriculture;  and  to  examine  and  develop  methods  of 
price  analysis. 

Agr.  Econ.  1107 

Mo.  Effects  of  Public  Policies,  Including  Price  Supports ^i 

Subsidies,  and  Others  Directed  at  Agricult\ire,  Upon  Producers, 
Marketing  Agencies  and  Consumers.  To  (1)  continue  chronological 
acc\imu3ation  of  production  and  price  data  on  major  farm  products; 
(2)  review  laws,  executive  orders,  and  administrative  regulations 
as  they  have  or  have  had  impact  on  production  of  products  con- 
cerned; (3)  appraise  impact  of  State,  interregional,  and  inter- 
state development  on  production  and  distribution  of  major  farm 
products;  and  (U)  note,  in  next  2  or  3  years,  materials  perti- 
nent to  poultry  industry  as  changes  dxe  occurring  here, 

Agr.  Econ.  115  (See  also  i^JCM-11,  Measuring  and  Appraising 
the  Impact  of  Agricultural  Price  and  Income  Policy  Upon 
Producers,  Marketing  Agencies,  and  Consumers,  in  Part  2, 
Section  a.) 

Nebr.  Measuring  and  Appraising  the  Impact  of  Agricultural  Price 

and  Income  Policy  Upon  Producers,  Marketing  Agencies  and  Con- 
sumers. To  (1)  ascertain  behavioral  assumptions  unaerlying 
present  govenimental  price  policy  for  agriculture;  (2)  ascertain 
extent  to  7»hich  Nebraska  fanners  are  guided  in  production  decisions 
by  these  assumptions,  and  extent  to  viiiich  other  factors  influence 
them;  and  (3)  suggest  ways  in  which  govemmeiital  price  policy  can 
be  improved  to  bring  about  proper  use  of  productive  resources. 
Agr.  Econ.  k^l   (See  also  NCM-11,  Measuring  and  Appraising 
the  Impact  of  Agricultural  Price  ana  Incoiae  Policy  Upon 
Producers,  Marketing  Agencies,  and  Consumers,  in  Part  2, 
Section  a.) 

Nebr.  The  Economic  Impact  of  Government  Laws  and  Regulations 

on  the  Marketing  of  Selected  Nebraska  Agricultural  Commodities. 
To  (1)  conpile  Federal,  State,  and  local  laws  and  regulations 
pertaining  to  handling,  processing,  and  distributing  dairy  and 
poultry  products  handled  in  State  and  interpret  and  explain 
meanings  of  provisions;  (2)  learn  manner  and  efficiency  with 
•»riiich  existing  legal  provisions  reach  their  goals;  and  (3)  evalu- 
ate economic  effects  of  provisions  and  alternatives. 
Agr.  Ecun.  ^h$ 
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Ohio  Analysis  of  the  Impact  of  Past  and  Present  Agricultural 

Policies  on  the  Quantities  of  Agricultural  Produce  Marketed^ 
Channels  Used  in  Marketing,  and  Market  Structure  in  Ohio. 
Learn  impact  of  U.  S.  agricultiiral  policies  on:   (1)  quantities 
of  various  agricultural  commodities  marketed  from  Ohio  farmsj 
(2)  channels  used  in  marketing  these  commodities j  and  (3)  over- 
all market  structure, 

Agr.  Econ.  and  Rur.  Sociol,  172 

Wash.         Effects  of  Price  Control  Programs  on  the  Balance  Between 
Food  From  Animals  and  Food  Direct  From  Plants.  To  (1)  show 
how  parity  prices  and  price  controls  have  been  related  to 
Changes  in  costs  of  production  of  food  crops,  feedstuffs, 
and  livestock;  (2)  analyze  effect  of  price  control  programs 
on  production  of  food  from  animals  relative  to  production 
of  food  crops;  and  (3)  appraise  effect  of  price-control 
programs  on  prices  and  consumption  of  different  classes  of 
food. 

Agr.  Econ.  13^U  (IRM-1) 

W,  Va.        Effects  of  National  Production  Control  and  Price  Support 
Programs  on  Incomes  of  Farmers  in  the  Appalachian  Area. 
Study  combined  and  interacting  effects  of  national  price  and 
income  policies  for  individual  agricultxiral  commodities  on 
incomes  of  farmers  in  Appalachian  area:  (1)  assemble  data 
on  farm  resources  and  organization  needed  for  analysis  of 
government  agricultural  price  and  income  programs;  (2)  eval- 
uate effects  of  particular  price  support,  income  support, 
and  production  control  programs  on  incomes  and  operating 
efficiency  of  important  types  of  area  farms;  (3)  evaluate 
effects  of  national  agricultural  price  and  income  programs 
on  interregional  competitive  position  of  agriculture;  and 
(h)   study  effects  of  sucli  programs  on  small  farms  not  pri- 
marily engaged  in  production  of  "basic"  commodities. 
Agr.  Econ.  100  (IRM-1) 

Utilization  (Economics  of) 

Kans.         The  Consumer  Demand  for  Advertised  Foods.  Quantitatively 
estimate  the  effect  of  advertising  and  sales  promotion  on 
retail  purchases  of  certain  selected  foods;  learn  relation 
of  retail  purchases  of  these  foods  to  price,  income,  and 
demographic  characteristics;  in  case  of  nationally  advertised 
foods,  learn  effects  on  total  consumer  purchases  of  selective 
brand  advertising  and  competitive  advertising;  estimate 
relative  effects  of  different  time  patterns  of  advertising 
effort,  various  advertising  media,  and  different  sales  pro- 
motion techniques. 

Econ.  aod  Sociol.  $26 
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FARM  SUPPLIES 

111,  Effects  of  Selected  .Practices  on  Costs  of  and  Efficiency 

in  Distributing  Commercial  Feed,  To  discover  (1)  more  efficient 
ways  of  distributing  commercial  feed  by  determining  conditions 
under  which  users  of  feeds  secure  feed  advisory,  delivery,  and 
credit  services  from  different  sources 3  and  (2)  and  sec\ire 
cooperation  of  selected  feed  retailers  following  dil'feirent 
policies  as  to  services  indicated  above, 
Agr.  Econ.  0^-353 

Ind.  Pricing  and  ^Marketing  of  Fertilizer  in  Indiana,  To  learn 

(1)  pricing  and  marketing  patterns  for  fertilizer  materials, 
with  aaphasis  on  prices  for  newer  types  of  material;  (2)  extent 
to  which  price  differentials  for  comparable  fertilizer  mate- 
rials reflect  cost  of  tie-in  services  and/or  credit;  (3)  knowl- 
edge by  farmers  of  physical  characteristics  of  available 
materials;  and  (u)  existence  of  discriminatory  prices  and 
sales  policies  by  fertilizer  manui"acturers  and/or  distributors, 
Agr.  Econ.,  Agron.  QUI 

Ohio  Marketing  of  Fertilizers  in  Ohio.  To  (l>  study  methods 

of  fertilizer  distribution  and  emphasize  costs  of  providing 
various  services;  (2)  learn  economic  sources  of  supply  for 
farmers  delivered  bulk  fertilizers  and  study  changes  in  ware- 
house facilities  needed  to  provide  most  efficient  service  to 
farmers;  (3)  study  changes  in  methods  of  farmer  credit  used  in 
fertilizer  purchases  as  it  affects  the  new  method  of  distri- 
bution; and  (u)  learn  effects  that  new  methods  of  fertilizer 
distribution  will  have  on  f inas  previously  handling  the  product, 
Agr.  Econ.  and  Rur.  Sociol.  177 

S.  G.         The  Zconomics  of  the  Market  for  Factors  of  Production 
Used  by"  South  Carolina  Farmers,  To  (1)  ascertain  market 
conditions  for  major  factors  of  production  purchased  by  South 
Carolina  farmers;  (2)  analyze  buying  practices  of  farmers; 
and  (3)  discover  and  isolate  practices  to  raise  net  fann 
incomes • 

Agr.  Econ.  and  Rur.  Sociol.  37$ 

ff.  Va,         The  Marketing  of  Lime  and  Fertilizer  in  ^est  Virginia, 
To  study  methods  of  lime  and  fertilizer  distribution  with  a 
view  of  reducing  cost  and/or  improving  service  between  pro- 
ducer and  consumer  (farmer). 
Agr.  Econ.  ES  2^9 
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REGIONA.L  PROJECT 

lM-25         Case  Studies  of  the  Sconomic  Effects  of  New  Marketing 
Technologies*  To  (1)  study  and  develop  research  methods 
■which  are  appropriate  for  appraising  the  economic  effects 
of  technological  developments  of  those  directly  affecting 
cost  structures,  and  those  directly  affecting  consumers; 
(2)  evaluate  the  probable  impact  of  expected  technologies 
^nd  innovations  in  selected  industries  in  tenas  of  final 
impact  or  longtime  effects,  and  short-run  and  intermediate 
effects,  including  problems  of  adjustment. 

Idaho  I-G;  Wash.  I-G 


INTERRKGIONAL  PROJECT 

IRM-1         National  Policies  for  Agricultural  Prices  and  Income. 
To  (l)  analyze  national  agricultural  price  policies  and 
problems  not  adapted  to  the  individual  commodity  approach, 
such  as:   (a)  comparison  of  various  programs  for  expanding 
food  consumption,  and  their  effect  on  agricultural  income; 

(b)  the  effect  of  price  changes  and  price  programs  upon 
the  overall  production  responses  of  agricultural  products; 

(c)  problems  involved  in  adjusting  agricultural  production 
to  price  changes,  and  various  methods  of  facilitating  pro- 
duction adjustments;  (d)  the  effects  of  price  movements 
and  business  cycles  on  agriculture  as  compared  with  the 
nonagri cultural  economy  and  on  the  income  and  cost  inter- 
relationships between  the  farm  and  nonfarm  segments  of  the 
econon^;  and  (e)  alternative  price  and  income  parity  con- 
cepts and  their  use  in  governmental  programs;  and  (2)  study 
the  combined  and  interacting  effects  of  national  price 
policies  for  individual  agricultural  commodities  on  the 
use  of  resources,  the  incomes  of  various  farm  groups,  and 
the  overall  income  of  farm  and  nonfam  people. 

Fla.  I-J;  Ind.  I-J;  Iowa  I-J;  Mich  I-B;  Minn.  I-B; 
Wash.  I-J;  ¥.  Va.  I-J. 


LIST  OF  COMPILATIONS  OF  FEDERAI^GRANT  RESEARCH  PROJECTS 
AT  STATE  AGEICULTURAL  EXPERIMENT  STATIONS 


ARS-23-8 

Part 
NiMibers 


Title  of  Section 


1 
2 


Agricultural  Chemistry 
Agricultural  Economics 


Agricultural  Engineering 

Animal  Husbandry 

Dairy  Husbandry 

Dairy  Technology 

Entomology  &  Economic 
Zoology 


Field  Crops 


Food  Science  &  Technology 


10 


Forage  Crops,  Pastures 
&  Ranges 


Agricultural  Chemistry 

a.  Prices,  Incomes,  & 

General  Studies  of  Com- 
modities &  Industries 

b.  Farm  Management 

c.  Land  Economics 

d.  Farm  Finance  &  Taxation 

a.  Land  &  Water  Use  &  Develop- 

ment 

b.  Power  Machinery  &  Equipment 

c.  Farm  Structures  &  Materials 

a.  Beef  Cattle 

b.  Sheep  &  Goats 
c •  Swine 

Dairy  Cattle 

Dairy  Technology 

a.  Field  Crop  Insects 

b.  Fruit,  Nut  &  Vegetable 

Insects 

c.  Miscellaneous  Insects  & 

Economic  Zoology 

d.  Insecticides 

a.  Cereal  Crops 

b.  Oil,  Fiber,  Tobacco  & 

Sugar  Crops 

a.  Food  Chemistry,  Micro- 

biology,  Sanitation  & 
Public  Health 

b.  Food  Engineering,  Processing, 

Product  and  Process  Develop- 
ment, Utilization  and  Waste 
Disposal 

c.  Food  Quality  &  Standards, 

Acceptance,  Preference,  & 
Marketing 

Forage  Crops,  Pastures 
&  Ranges 


11 


Forestry 


Forestry 


ARS-23-8 

Part 
Numbers 


Title  of  Section 


12 

13 


lU 


15 
16 
17 


18 

19 
20 
21 


22 

23 

24 


Fruits  &  Nuts 
Home  Economics 


Economics  of 
Marketing 


Meteorology 

Ornamental  &  Drug  Plants 

Plant  Pathology 
&  Bacteriology 


Plant  Physiology 
&  Nutrition 

Poultry  Industry 

Rural  Sociology 

Soils 


Vegetables 

Veterinaiy  Science 
Weeds 


Fruits  &  Nuts 

a.  Himian  Nutrition 

b •  Housing 

c.  Clothing  &  Textiles 

d.  Foods-Consumer  Quality 

&  Utilization 

e.  Household  Economics  & 

Management 

a.  Field  Crops 

b.  Fruits  &  Vegetables 

c.  Livestock,   Meats  &  Wool 

d.  Dairy  Products 

e.  Poultry  &  Poultry  Products 

f .  Forest  Products  &  Ornamental 

&  Driig  Plants 

g.  Cross-Commodity  &  Functional 

Studies 

Meteorology 

Ornamental  &  Drug  Plants 

a.  Plant  Pathology,  Botany,  & 

Diseases  of  Miscellaneous 
Crops 

b.  Diseases  of  Field  Crops 

c.  Diseases  of  Fruit  Crops 

d.  Diseases  of  Vegetable  Crops 

Plant  Physiology  &  Nutrition 


Poultry  Industry 
Rural  Life  Studies 

a.  Soil  Chemistry  &  Microbiology 

b.  Soil  Fertility,    Management  & 

Soil-Plant  Relationships 

c.  Soil  Physical  Properties, 

Conservation  &  Classification 

a.  Vegetable  Crops 

b.  Potatoes 

Veterinary  Science 
Weed  Control 


